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Travel  Alberta  is  the  tourism  marketing  agency  of  the  Government  of  Alberta. 
Established- on  April  1 , 2009,  Travel  Alberta  is  a Crowp..Corporation  operating 
under  authority  of  the  Travel  Alberta  Act. 


LINK  TO  ALBERTA  TOURISM,  PARKS  AND 
RECREATION  BUSINESS  PLAN 


avel  Alberta  actively  supported  Goal  1 of  the 
i urism,  Parks  and  Recreation  Business  Plan 
)10-13  (Alberta’s  tourism  products  are 
iveloped  and  expanded,  and  tourism  from 
rgeted  domestic  and  international  markets 
increased). 
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MESSAGE  FROM  CHAIR 


Travel  Alberta,  the  Crown  Corporation,  celebrated  its 
second  birthday  on  March  31,  2011.  The  enclosed 
Report,  to  be  presented  at  the  Annual  Meeting  on 
Monday,  October  24,  2011  at  the  Travel  Industry 
Conference  held  in  Banff,  is  a comprehensive  and 
transparent  update  on  the  progress  that  has  been 
made  in  that  short  time. 

The  legislated  mandate  of  Travel  Alberta  is: 

(a)  to  market  the  tourism  assets,  attractions  and 
opportunities  present  in  Alberta  in  domestic, 
national  and  international  markets; 

(b)  to  promote  Alberta  as  a destination  for  tourists 
and  other  visitors; 

(c)  to  assist  Alberta’s  tourism  industry  operators  to 
market  their  products; 


(d)  exercise  or  perform  any  other  powers,  duties 
and  functions  authorized  by  regulations. 

You  will  see  that  Travel  Alberta  has  fulfilled  that 
mandate  in  its  entirety  despite  going  through 
two  years  of  rigorous  reorganization  and 
consolidation,  all  of  which  is  now  largely  behind 
us.  Travel  Alberta  is  now  a more  streamlined  and 
efficient  organization,  able  to  concentrate  all  of 
its  resources  on  the  discharge  of  its  obligations 
to  the  people  of  Alberta.  Tourism  is  a $5  billion 
dollar  industry  in  Alberta  and  Travel  Alberta  is 
determined  to  become  and  remain  the  pre- 
eminent tourism  marketing  agency  in  Canada. 

As  I make  this  introduction  to  our  Report,  I note 
that  we  are  living  in  uncertain  times  with  much  in 
the  news  about  instability  in  global  markets. 


Quincy  Smith 

Chair  of  the  Board 
of  Directors 


I am,  however,  confident  that  Travel  Alberta  is  safe 
and  secure  with  stable  funding,  a motivated  team 
and  a strong  working  relationship  with  our  partners, 
including  the  Canadian  Tourism  Commission  and 
various  tourism  marketers  throughout  the  Province. 
We  are  entering  a new  era  of  brand  consistency  and 
expect  that  the  alignment  throughout  Alberta  can  do 
nothing  but  improve. 

In  closing,  we  could  not  have  achieved  what  we  have 
without  the  cooperation,  support  and  assistance  of 
the  Department  of  Tourism,  Parks  and  Recreation, 


and  in  particular,  its  Minister,  the  Honourable  Cindy 
Ady,  whose  enthusiasm  and  accessibility  have  been 
without  precedent. 


Quincy  Smith 
Chair 

Travel  Alberta 
September  2011 


Bruce  Okabe 

>©hjef:  Executive  Officer 


MESSAGE  FROM  CEO 


I am  very  pleased  to  present  this  year’s  annual  report 
outlining  Travel  Alberta’s  successes  in  2010-11. 

Our  second  year  in  business  was  one  of  continued 
transformation  as  we  reshaped  our  organization 
and  our  business  plan  to  become  a strategy-led 
marketing  organization  better  able  to  thrive  in  a changing 
tourism  marketplace. 

Economic  recovery  was  slower  than  anticipated  and 
consumer  confidence  continued  to  be  fragile  in  all  our 
key  markets,  including  here  at  home.  A strong  Canadian 
dollar  made  outbound  travel  much  more  attractive  to 
Canadians  and  we  faced  unprecedented  competition 
with  “staycations”  being  promoted  in  all  our  key 
domestic  and  international  markets. 


ALBERTA’S  REPUTATION 

Alberta’s  reputation  as  a vacation  destination 
was  the  target  of  a grossly  unfair  and  misleading 
attack  by  environmental  activists  in  the  United 
States  and  in  the  United  Kingdom.  The  “Rethink 
Alberta”  campaign  promoted  a boycott  of  Alberta 
by  tourists  to  protest  development  of  Alberta’s 
Oilsands.  The  issue  did  prompt  Travel  Alberta  to 
equip  our  team  and  Alberta’s  frontline  tourism 
operators  with  the  facts  about  the  Oilsands  and 
the  environmental  stewardship  embraced  by  our 
industry  and  our  government.  Working  with  the 
Canadian  Association  of  Petroleum  Producers 
(CAPP),  Travel  Alberta  developed  and  delivered 
Oilsands  workshops  to  internal  team  members, 
our  in-market  representatives  and  to  Visitor 
Information  Centre  staff  across  the  province. 


In  this  challenging  environment,  and  building  on  the 
groundwork  laid  in  our  first  year  of  operation,  Travel 
Alberta  had  to  establish  a new  strategic  road  map  to 
guide  what  we  do  over  the  next  three  years.  Our  plan 
is  based  on  prioritizing  seven  key  initiatives: 

1 . Differentiate  the  brand  with  a compelling  value 
proposition  and  a unique  brand  promise  about 
Alberta  tourism  experiences  that  distinguishes  us 
from  our  global  competitors. 

2.  Create  customer  intimacy  by  connecting 
audience  to  experience,  understanding  market 
segmentation,  and  sharing  engaging  stories 
about  Alberta. 

3.  Defend  and  grow  the  business  by  focusing 
marketing  investments  in  high  yield  markets 
and  opportunities. 

4.  Engage  our  stakeholders  and  deepen 
our  partnerships  with  Alberta  Destination 


Marketing  Organizations  (DMOs),  the  Canadian 
Tourism  Commission  (CTC)  and  the  Alberta 
accommodation  sector,  while  continuing  to 
provide  co-operative  marketing  support  and 
business  advice  to  the  smaller  tourism  industry 
operators  throughout  the  province. 

5.  Drive  return  on  our  marketing  investments 

by  planning  more  precisely  where  and  how  we 
invest  to  generate  measurable  results  while 
managing  marketing  cost  efficiencies. 

6.  Build  organizational  excellence  by  improving 

Our  processes,  decentralizing  our  budgets, 
increasing  team  accountability  and  lowering  the  I 
cost  of  doing  business.  £ 

m 

7.  Become  an  employer  of  choice  to  win  the  ° 

— I 

looming  war  for  talent  by  becoming  one  of  the  g 

best  places  to  work  in  our  industry.  ? 


EMPLOYER 
OF  CHOICE 


Engagement  Survey 
Top  Employer  Criteria 
Meritocracy  Program 
Leadership  Framework 
Integrate  Cultures 


Travel  Alberta’s 
2010-2013 
strategy  roadmap 


ORGANIZATIONAL 

EXCELLENCE 


Process  Improvement 
Organization  Structure  Review 


DIFFERENTIATE 

DEFEND  AND  JP" 

DRIVE  RETURN  "9 

BRAND  al 

GROW  BUSINESS  Zj 

ON  INVESTMENT  M 

> Brand  Promise  & Value 

> Global  Marketing  & Sales  Plan 

> 5%  Cost  Efficiencies 

Proposition 

> High  Yield  Market  Opportunities 

> Innovation  Fund 

> Storytelling  Program 

> Competitive  Intelligence 

> Marketing  Intelligence  Unit 

> MIM/RIM  Toolkit 

' j 

■i 
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CUSTOMER  A \ 

STAKEHOLDER  A 

INTIMACY 

ENGAGEMENT 

B|P?Gustomer  Knowledge 

> Tourism  Development  Support 

P Explorer  Quotient 

> Industry  Relations  Program 

(EQ)  Segmentation 

> Industry  Partnerships 

> Match  Audience  to  Product 

Driving  performance,  generating  measurable  returns 
on  our  investments,  and  reporting  results  to  industry 
in  a transparent  fashion  is  how  Travel  Alberta 
will  continue  to  be  a strategy-led,  visitor-driven 
marketing  organization. 

It’s  clear  that  economic  instability  will  negatively 
impact  the  Tourism  Levy,  which  is  the  primary 
source  of  funding  for  Travel  Alberta.  To  that  end, 
a decision  was  made  by  our  Board  to  create  and 
manage  a Sustainability  Fund  to  ensure  Travel 
Alberta’s  marketing  investments  remain  constant 
while  the  world  economy  and  energy  markets 
recover.  This  Sustainability  Fund  now  sits  at  a 
balance  of  $16.4  million. 

We  ended  the  year  with  the  successful  transition  of 
regional  marketing  and  industry  relations  programs 
into  Travel  Alberta.  These  programs  were  previously 
outsourced  to  Parcom  Marketing  Inc.,  the  Agency 
of  Record  for  Travel  Alberta  In-Province  since  1999. 


Travel  Alberta’s  first  permanent  Edmonton  office  was 
established  to  support  this  new  team. 

Because  of  the  decisions  we  made  in  2010-11, 

Travel  Alberta  has  created  a solid  foundation  upon 
which  to  fulfill  our  mission  and  realize  our  vision  as 
Canada’s  pre-eminent  tourism  marketing  agency. 
And  most  importantly,  ensure  we  are  helping  to  build 
a prosperous  tourism  industry  in  Alberta. 

In  looking  forward,  global  economic  uncertainty 
and  competition  from  lower  cost  destinations  will 
continue  over  the  near  term.  To  be  successful, 
our  industry  will  need  to  work  together  as  a team. 

Our  industry  is  simply  too  small  to  effectively 
compete  as  independent,  uncoordinated  entities. 
Alberta’s  competitive  advantage  is  offering  travellers 
breathtaking  landscapes,  goosebump  moments  and 
authentic  visitor  experiences.  If  we  continue  to  press 
these  advantages  as  Team  Alberta,  we  will  come 
out  ahead. 


Our  success  over  the  past  year  would  not  have 
been  possible  without  the  passionate  commitment 
and  professional  dedication  of  our  Travel  Alberta 
team,  the  strong  support  of  our  Board  of  Directors 
and  our  shareholder,  and  the  unwavering 
encouragement  and  partnership  of  Alberta’s  tourism 
industry.  Together  we  are  making  a difference 
and  demonstrating  how  tourism  makes  a positive 
contribution  to  Alberta. 


Sincerely, 


Travel  Alberta  Team  Member 
Chief  Executive  Officer 
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THIS  PAGE  (left  to  right): 

Calgary  and  the  Canadian 
Rockies  were  featured  in 
harry  magazine,  published 
by  Harry  Rosen  Menswear, 
that  contributed  significantly 
to  the  $496  million  worth  of 
media  coverage  generated 
by  Travel  Alberta  with  our 
industry  partners. 

Alberta  Vacation  Guide 
designed  to  attract 
international  visitors 
to  Alberta. 


Brand  Journey 

Travel  Alberta  is  continuing  the  journey  to  develop 
a unifying  tourism  brand.  After  soliciting  input  from 
more  than  100  industry  representatives  across 
Alberta  and  conducting  detailed  consumer  research 
in  key  markets  - both  domestically  and  internationally 
- it  was  clear  that  Alberta  can  inform,  inspire 
and  differentiate  the  Alberta  tourism  experience 
by  offering  travellers  “Authentic  Experiences  in 
Breathtaking  Landscapes.” 

Alberta  is  selling  “goosebump  moments”  - that 
heightened  emotion  visitors  get  when  experiencing 
something  special  in  a destination.  This  sensation 
forms  the  basis  of  our  brand,  but  not  the  brand  itself. 
The  last  chapter  in  our  brand  journey  is  to  determine 
exactly  what  we  are  going  to  say  about  our  brand 
to  our  potential  customer.  The  new  tourism  brand 
will  be  revealed  at  the  Travel  Alberta  Industry 
Conference  in  October  2011. 


Visual  Storytelling 

In  preparation  for  the  public  launch  of  our  brand  in 
October  2011,  Travel  Alberta  began  capturing  winter 
experiences,  in  both  high  definition  video  and  digital 
still  photography.  The  best  of  these  new  assets 
will  be  used  in  our  marketing  and  communication 
programs  in  winter  of  2011.  Summer  images  will 
be  captured  in  2011  to  ensure  Alberta  is  well 
positioned  as  a four  season  destination.  We  have 
already  started  sharing  stories  with  consumers  on 
our  website,  TravelAlberta.com,  and  in  our  Alberta 
Vacation  Guide. 

PR  & Media  Relations  1 

c 

Travel  Alberta’s  PR  & Media  team  maximized  Alberta  ,_ 

33 

experiences  and  helped  to  raise  awareness  of  the  jS 

province  by  increasing  the  number  and  quality  of  h 

stories  told  - in  both  traditional  and  online  media. 

This  unpaid  media  exposure  generated  worldwide 

g 


coverage  for  Alberta  worth  almost  $500  million  in 
2010-11.  Media  visits  included  the  Lonely  Planet 
travel  guide,  and  Canada  AM,  who  broadcast  live 
from  the  Grey  Cup  in  Edmonton,  and  Men’s  Alpine 
World  Cup  in  Lake  Louise. 

For  the  first  time  in  nearly  50  years,  more  than 
200  print  and  broadcast  media  representatives 


from  44  countries  around  the  world  descended 
on  Alberta  to  attend  the  Ski  Club  of  International 
Journalists  (SCIJ)  annual  meeting  in  Banff.  Travel 
Alberta  and  industry  partners  hosted  87  media  on 
10  press  trip  tours  of  Castle  Mountain,  Lake  Louise, 
Kananaskis,  Edmonton,  Calgary,  and  Jasper. 


OBJECTIVE  1: 

PERFORMANCE 

MEASURES: 


Measure 

Objective  Results 

Achieved 

Unpaid  media  value 

$100,000,000  $496,000,000 

496% 

SS  Driving  in  the 
heart  of  Alberta 
when  suddenly, 
out  of  nowhere, 
the  ground  opens 
up  and  reveals 
the  spectacular 
Hoodoos  of 
Dinosaur 
Provincial  Park.  33 

www.albertagoosebumps.com 


DATA  SOURCE  AND  METHODOLOGY 

The  value  of  media  space  and  time  for  unpaid  stories  about  Alberta  generated  globally  by  Travel  Alberta  media  activities  is  calculated  by  independent,  third-party  media  monitoring 
services.  These  services  operate  web-based  media  analysis  systems,  consisting  of  automated  media  analysis  and  document  management  tools,  which  processes  news  articles 
by  parsing  the  content  and  assigning  costs  to  purchase  equivalent  advertising  space  and  time  for  paid  advertising  messages.  Travel  Alberta  subscribes  to  several  of  these  services 
in  cooperation  with  the  Canadian  Tourism  Commission  and  other  provincial  destination  marketing  organizations.  The  contracted  media  monitoring  services  are  Media  Miser  Ltd. 
(Canada),  Burrelle's  Luce  (United  States),  Clipability  (United  Kingdom),  Landau  Media  Monitoring  (Germany),  Media  Monitors  (Australia),  Notilog  (Mexico),  Weber  Shandwick  (Japan) 
and  SuperRealm  Clipping  (China). 


10 


Bringing  the 
brand  to  life 


1 


WHAT 
ARE  WE? 


Authentic 
experiences  in 
breathtaking 
landscapes 


WHO  IS  OUR  TARGET 
CUSTOMER? 

Youthfully  spirited 
adventurers 


WHAT  ARE  WE 
PROMISING? 

Goosebump 

moments 


WHAT  WILL  WE  SAY  TO 
INSPIRE  OUR  TARGET 
CUSTOMER  TO  VISIT? 

Further  work  and  \ 
research  over  the  next  \ 
12  months  will  answer 
the  final  question 


OBJECTIVE  2:  CREATE  CUSTOMER  INTIMACY 


fcJndefstanding  who  our  customers  are  a^d  yuhat#ey  want  injpn  Alberta  vacation  experience 
is  fundamental  to  our  marketing  success.  The  goal  is  to  coWnectXM  brand  and  marketing 
Rmpaigns  to  these  customers,  at  work,  at  home  ana  at  play. 


m A 

k 1 j|HH| 
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((  We  are  back  from  our  trip  to  Alberta 
and  cannot  thank  Travel  Alberta  enough 
for  such  a wonderful  experience.  We 
already  have  a number  of  clients  who  have 
contacted  us  whom  we’ll  be  working  with 
to  create  RV  vacations  to  the  area.  JJ 

Nancy  Kendrick 

Tracks  & Trails  Western  Driving  Adventures, 

Grand  Junction,  Colorado 


EQ™  Segmentation 

With  the  implementation  of  the  CTC’s  Explorer 
Quotient™  (EQ™)  customer  segmentation  tool, 
Travel  Alberta  has  targeted  “Free  Spirits”  and  “Social 
Samplers”  as  those  travellers  most  likely  attracted  to 
Alberta.  Matching  our  products  and  services  to  the 
experience  needs  of  our  customers  makes  Alberta 
more  relevant  and  desirable  in  all  markets. 


Customer  Connection 

We  began  tracking  how  our  messages  resonate 
in  the  marketplace  by  encouraging  customers  to 
sign-up  for  our  newsletters,  campaign  offers  and 
websites.  These  tactics  presented  Travel  Alberta  and 
industry  partners  with  the  opportunity  for  one-to-one 
dialogue  and  the  extension  of  personal  invitations  to 
experience  Alberta. 


OBJECTIVE  2: 

PERFORMANCE 

MEASURES 


Measure 

Objective 

Results 

Achieved 

Customer  database  growth 

25,000 

32,614 

130% 

DATA  SOURCE  AND  METHODOLOGY 

Quantifies  the  number  of  new  email  subscribers;  the  information  is  collected  through  e-newsletters  or  webpage  logins,  and  is  summarized  and  tracked  using  MailChimp  or 
Travel  Alberta  database  statistics.  Measuring  Tool:  Customer  Relationship  Management  Database 
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(I  Tourism  Calgary  was  pleased  to 
partner  with  Travel  Alberta’s  U.S.  Summer 
Campaign  as  this  opportunity  provided 
Tourism  Calgary  with  the  reach  to  enter 
a very  competitive  market  and  garner 
awareness  of  our  signature  experiences 
and  packages.  JJ 

Gisele  Danis 

Vice-President,  Marketing,  Tourism  Calgary. 


THIS  PAGE  (left  to  right): 

The  2010  "Bring  your 
Boots”  campaign  generated 
positive  results  in  the 
America's  market. 

Travel  Alberta's  highly 
successful  regional  “Stay" 
campaign  was  launched  for 
the  fourth  year  in  2010. 

California  got  "Stoked  for 
Snow”  with  an  innovative 
social  media  event  to 
promote  skiing  and 
snowboarding  in  Alberta. 


Alberta  and  North  America 

In  Alberta,  British  Columbia  and  Saskatchewan, 
Alberta’s  largest  tourism  market,  Travel  Alberta 
presented  our  “Stay”  summer  campaign  for  the 
fourth  consecutive  year  with  a focus  on  the  diversity 
of  holiday  experiences  available.  Of  particular 
focus  was  our  $2  million  investment  to  extend  the 
campaign  into  the  interior  and  lower  mainland  of 
British  Columbia. 

Americans  began  travelling  again  in  2010,  despite 
continuing  economic  challenges  in  the  United 
States,  our  largest  international  market. 

The  “Bring  Your  Boots  to  Alberta"  consumer 
campaign  generated  more  than  4,800  leads  to 
Alberta  industry  partners.  Travel  Alberta  partnered 
with  the  CTC  on  ad  tracking  and  conversion  studies 
in  New  York  and  Los  Angeles,  and  early  indication 


of  joint  marketing  efforts  with  United  States  travel 
trade  partners  indicates  a 30-50  per  cent  growth  in 
group  tour  visitation  to  Western  Canada  compared 
to  summer  2009. 

A comprehensive  independent  review  of  Travel 
Alberta’s  unique  marketing  partnership  with  the 
Anaheim  Ducks/Honda  Center,  confirmed  a return 
on  our  investment  of  $19  for  every  dollar  invested 
by  Travel  Alberta.  In  June,  Travel  Alberta  hosted  the 
Ducks’  partner  meeting  in  Banff  and  Lake  Louise, 
a direct  result  of  inviting  Ducks  executives  on  the 
Alberta  Train  during  the  2010  Olympic  Games.  This 
was  the  first  time  this  meeting  was  held  outside  of  § 

Z 

the  United  States.  > 

n 

The  winter  ski  campaign  targeted  “Free  Spirits”  in  ? 

Southern  California,  Texas,  Toronto  and  Montreal.  h 

“Stoked  for  Snow”  was  designed  to  appeal  to  snow  2 
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OBJECTIVE  3: 

PERFORMANCE 

MEASURES: 


lovers  and  achieved  165  per  cent  of  the  website 
visitation  target  and  135  per  cent  of  forecasted 
consumer  referrals  to  ski  resort  partners. 

Travel  Alberta’s  Meetings,  Conventions  and  Incentive 
Travel  (MC&IT)  team  continued  to  work  with  Alberta 
partners  to  seek  out  new  opportunities  in  the  North 
American  market.  Business  travel  rebounded  in 
2010-11,  and  the  team  generated  a total  of  143 
meetings  leads  to  partners  representing  more 
than  double  the  target  of  56,000  room  nights.  If  all 
opportunities  were  booked,  the  economic  impact  to 
Alberta  would  exceed  approximately  $300  million. 

Europe 

Travel  Alberta  and  Tourism  British  Columbia 
partnered  to  penetrate  the  upscale  ski  market. in 
Germany  with  an  annual  “Canada’s  West"  winter 
marketing  campaign.  In  addition,  Travel  Alberta 


Measure 

Objective 

Results 

Achieved 

Visits  to  TravelAlberta.com 

4,100,000 

3,150,000 

77% 

DATA  SOURCE  AND  METHODOLOGY 

Total  inquiries  to  TravelAlberta.com  is  based  on  internal  WebTrends  analytical  software  reports  of  visits  to  the  website. 


Measure 

Objective 

Results 

Achieved 

Potential  room  nights  - MC&IT  leads 

56,000 

117,104 

209% 

DATA  SOURCE  AND  METHODOLOGY 

Potential  room  nights  are  based  on  data  from  requests  for  proposals  from  meeting  organizers  which  Travel  Alberta  forwards  to  Destination  Marketing  Organizations  in  the  province 
based  on  requirements,  specifications  and  capacity. 


and  our  industry  partnered  with  Canadian  Affair 
(Alberta’s  key  trade  account  in  this  market),  to  launch 
an  aggressive  multi-channel  ski/winter  campaign 
targeting  the  United  Kingdom.  The  success  of 
this  campaign  presented  additional  partnering 
opportunities  with  Canadian  Affair,  the  CTC  and 
other  industry  operators  on  a summer  TV  campaign 
in  the  United  Kingdom. 

Working  with  airline  partner  KLM,  Travel  Alberta 
also  launched  a Pan-European  winter  campaign  to 
promote  ski  and  winter  experiences  in  Alberta. 

Asia/Pacific 

In  June,  China  granted  Canada  Approved 
Destination  Status  (ADS)  providing  Alberta  with 
direct  access  to  what  will  soon  become  the  largest 
outbound  tourism  market  in  the  world.  Travel  Alberta 
immediately  put  two  Market  Development  Directors 


(MDDs)  in  place  to  focus  on  this  massive  emerging 
market.  One  representative  is  based  in  Vancouver 
and  another  in  the  CTCs  office  in  Beijing.  Travel 
Alberta  is  the  first  provincial  marketing  organization 
to  have  in-market  representation  in  China. 

Travel  Alberta  helped  negotiate  a common  fare 
rating  of  flights  from  China  and  Australia  to 
Vancouver  and  Alberta  in  partnership  with  Air 
Canada.  This  removed  the  price  objection  for 
travellers  wishing  to  extend  their  vacations  into 
Alberta,  and  helped  to  reduce  costs  to  package 
and  sell  Alberta.  This  means  more  Alberta  product 
featured  in  group  itineraries. 

In  Japan,  Travel  Alberta  initiated  the  spring/summer 
Air  Canada  Japan  campaign,  focusing  on  the  Narita- 
Calgary  direct  flight.  The  campaign  included  a newly 
developed  microsite  with  tour  operator  packaging 
and  a 30-second  TV  commercial. 


Travel  Alberta  launched  a summer  campaign  in 
Australia  with  key  tour  operator  account  Adventure 
World,  featuring  a 12-page  catalogue  and  email  and 
web  advertising.  We  also  partnered  with  the  CTC 
on  a summer  campaign  targeting  fully  independent 
travellers  (FIT)  in  Australia.  As  part  of  this  campaign, 
Stella,  another  key  trade  account,  provided  exclusive 
packages  to  Alberta. 


THIS  PAGE  (clockwise): 

With  partners  Banff  Lake 
Louise  Tourism,  Air  Canada 
and  the  Canadian  Tourism 
Commission,  Travel 
Alberta’s  winter  campaign 
made  a big  impact 
in  Japan. 

Travel  Alberta  partnered 
with  Tourism  BC  to  reach 
German  skiers. 

Travel  Alberta’s  campaign 
to  attract  meetings  and 
conventions  to  Alberta. 
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KEHOLDER 


4:  ENGAGE 


Best  Conference  in  Canada 


OPPOSITE  PAGE: 

More  than  700  participants 
were  attracted  to  Banff  in 
October  for  the  10th  annual 
Travel  Alberta  Industry 
Conference,  named  Best 
Conference  in  Canada  in 
2010  at  the  Canadian  Event 
Industry  Awards.  This  is 
the  second  consecutive 
year  the  Travel  Alberta 
Industry  Conference  has 
won  national  recognition 
for  excellence.  The  2009 
conference  was  named  Best 
Large  Conference  as  well 
as  Best  Overall  Conference 
in  Canada  by  Meetings  and 
Incentive  Travel  magazine. 


Industry  Alignment 

Travel  Alberta  made  big  strides  in  engaging  Alberta’s 
tourism  industry  in  2010.  We  instituted  quarterly 
meetings  with  DMOs  with  a common  interest  in 
Alberta’s  long-haul  and  international  markets.  Similar 
alignment  meetings  were  also  planned  with  the 
regional  tourism  marketing  stakeholders  from  across 
Alberta.  These  meetings  explored  ways  to  avoid 
duplication  and  operate  more  efficiently  as  a unified 
Alberta  team  toward  our  common  objectives. 

Travel  Alberta’s  annual  industry  awareness  and 
satisfaction  survey  was  redesigned  to  focus  on  clients 
who  used  Travel  Alberta  and  Tourism  Destination 
Region  (TDR)  services.  Because  of  significant 
changes  in  our  research  methodology,  results  are 
not  directly  comparable  to  past  years.  However, 
results  were  largely  positive  in  a time  of  considerable 
organizational  change. 

Market  Readiness 

One  of  Travel  Alberta’s  key  roles  is  to  help  expand 
and  improve  the  market  readiness  and  marketing 
capacity  of  Alberta  industry  operators.  Travel  Alberta 
delivered  30  workshops  across  the  province, 
including  our  first  online  webinar  workshop,  with 
more  than  700  industry  partners  in  attendance. 


Travel  Alberta  Open  Houses  were  attended  by  334 
tourism  industry  representatives.  These  information 
sessions  took  place  across  the  province  in  Red  Deer, 
Camrose,  Whitecourt,  Grande  Prairie,  Peace  River, 
Athabasca,  Vermilion,  Medicine  Hat,  Drumheller, 

Jasper,  Lethbridge,  Pincher  Creek,  Fort  McMurray 
and  Olds.  Out  of  these  sessions,  95  per  cent  of 
participants  who  completed  evaluations  agreed  with 
the  statement:  “I  support  Travel  Alberta’s  proposed 
marketing  direction  in  2011.” 

Opportunity  and  Support 

Driving  business  opportunities  and  sales  leads  direct 
to  tourism  operators  is  a key  component  of  our 
marketing  strategy.  Travel  Alberta  provided  204,000 
consumer  referrals  from  our  website  directly  to 
Alberta  industry  operators,  exceeding  our  objectives 
by  70  per  cent. 

Primarily  through  our  six  TDRs,  Travel  Alberta 
supported  693  industry-led  marketing  projects  worth 
more  than  $5.8  million,  leveraging  total  industry 
investments  by  126  per  cent.  > 
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OBJECTIVE  4: 

PERFORMANCE 

MEASURES: 


Measure 

Objective 

Results 

Achieved 

Leads  to  industry  via  TravelAlberta.com 

120,000 

203,720 

170% 

DATA  SOURCE  AND  METHODOLOGY 

This  metric  is  tracking  the  "clicks"  on  links  that  navigate  or  browse  to  partner  websites  from  TravelAlberta.com,  geo-campaigns  and  social  media  platforms;  the  reporting 
methodology  is  based  on  webpage  link  clicks  and  URL  "shorteners."  Measuring  Tool:  WebTrends. 


Measure 

Objective 

Results 

Achieved 

Partner  Contribution 

1:1 

Industry  contribution: 
$7,362,332 

Travel  Alberta 
contribution: 

$5,831,320 

126% 

DATA  SOURCE  AND  METHODOLOGY 

The  ratio  of  industry  investment  leveraging  of  Travel  Alberta's  co-operative  marketing  investment  are  based  on  audited  financial  reports  from  Travel  Alberta  Regional,  the  six 
Tourism  Destination  Regions  as  well  as  the  financial  records  of  Travel  Alberta  that  report  total  partner  income  received  and  Travel  Alberta  financial  support  of  approved  co-operative 
marketing  programs. 


Measure 

Objective 

Results 

Achieved 

Partners  participating  in  learning 
opportunities 

2,200 

2,865 

130% 

DATA  SOURCE  AND  METHODOLOGY 

The  number  of  industry  clients  participating  in  Travel  Alberta  training  and  development  seminars  and  workshops  are  tracked  and  reported  internally. 


Measure 

Objective 

Results 

Achieved 

Industry  satisfaction 

72% 

60% 

83% 

DATA  SOURCE  AND  METHODOLOGY 

The  survey  of  635  Travel  Alberta  clients  invited  to  complete  the  online  survey  provided  a total  sample  of  203  respondents  who  completed  the  questionnaire.  The  survey  was  conducted 
by  Bannister  Research  & Consulting  Inc.  and  managed  by  the  Department  of  Tourism.  Parks  and  Recreation.  Overall  results  provide  a margin  of  error  no  greater  than  ±5.7  per  cent  at 
the  95  per  cent  confidence  level  or  19  times  out  of  20. 


For  the  Attractions 


K , 3 

Text  LETH  to  54500  for  deals  and  discounts 

r*. 


//  VisitLethbridge.com  For  a good  time. 


TOP  LEFT: 

The  Calgary  and  Area 
TDR  invested  more  than 
$1.2  million  to  support  114 
industry-led  marketing 
projects  in  2010-11. 

TOP  RIGHT: 

VisitLethbridge.com  was 
one  of  93  industry  marketing 
projects  supported  by  more 
than  $642,000  through  the 
Alberta  South  TDR 
in  2010-11. 


CENTRE: 

This  West  Edmonton  Mall 
campaign  was  one  of  99 
industry-led  marketing 
projects  supported  by  more 
than  $814,000  invested  by 
the  Edmonton  and  Area  TDR 
in  2010-11. 

The  Alberta  North  TDR 
invested  more  than 
$660,000  to  support  93 
marketing  projects. 


The  Alberta  Central 
TDR  invested  more  than 
$608,000  to  support  156 
marketing  projects  like 
the  Race  the  Base  speed 
Challenge. 

RIGHT: 

The  Canadian  Rockies 
TDR  provided  more  than 
$1.2  million  to  support  145 
Industry-led  marketing 
projects  in  the  region  in 
2009-10. 
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INVESTMENT 


revenue  and  visitation  to  Alberta  is  at  the 


Making  sure  tMt  e\/6rf N marked ngldpl^ 
heart  of  Travel  Alberta’s  core“businesi\ 


RETURN  ON  INVESTMENT 

PER  DOLLAR  TRAVEL  ALBERTA  INVESTED 


Alberta  B.C.  Germany 


Results  over 
Objective 

Objective 


Strategic  Planning 

Travel  Alberta  has  employed  world-recognized 
strategic  planning  models,  developed  by  the  CTC, 
to  help  identify  geographic  market  priorities  and 
provide  an  objective  analysis  of  where  to  best  allocate 
resources  for  maximum  return  on  investment. 

Cost  Efficiencies 

We  are  driving  a culture  of  continuous  improvement 
and  have  tracked  our  effectiveness  in  this  regard  by 
looking  for  efficiencies  in  our  processes.  Our  target 
of  five  per  cent  cost  efficiencies  of  our  operating 
budget  was  achieved  and  exceeded  in  2010-11 
by  decentralizing  budgets,  making  business  units 
accountable,  modifying  our  organizational  structure, 
and  driving  cross  enterprise  process  improvements. 
Not  only  were  cost  savings  found  in  operational 
improvements,  but  we  focused  our  investments  on 


activities  that  were  on  strategy  and  provided  the 
highest  return  on  investment. 

Incremental  Revenue 

The  2010  summer  campaign  in  Alberta  generated 
more  than  $78  million  in  incremental  revenue  for  a 
return  of  $30.10  for  every  dollar  invested  by  Travel 
Alberta,  an  improvement  over  2009  campaign 
results.  Travel  Alberta's  $2  million  British  Columbia 
summer  campaign  generated  almost  $20  million 
in  incremental  revenue  to  Alberta  with  a return  on 
investment  of  $10.50  for  every  dollar  invested  by 
Travel  Alberta. 

In  Germany,  the  2010  summer  campaign  generated 
a return  on  investment  of  36:1 , exceeding  our  target 
by  50  per  cent  and  totalled  11,300  in  additional 
visitors  and  $11.3  million  in  incremental  spending. 


THIS  PAGE:  Travel  Alberta’s 
“Stay”  campaign  was 
extended  into  B.C.  in  2010, 
generating  a return  on 
investment  of  $10.50  for 
every  dollar  invested  by 
Travel  Alberta. 


Measure 

Objective 

Results  Achieved 

Campaign  Conversion  Regional 

Alberta:  27:1 

B.C.  10:1 

30:1  111% 

10.5:1 . [ 105% 

National/International 

24:1 

36:1  (Germany)  150% 

DATA  SOURCE  AND  METHODOLOGY 

Return  on  investment  is  calculated  as  the  value  of  tourist  expenditures  generated  by  Travel  Alberta  campaigns  per  dollar  invested  to  execute  the  campaigns.  This  form  of  conversion 
counts  those  individuals  who  were  considering  travelling  to  Alberta  but  had  not  yet  booked  a trip  prior  to  being  exposed  to  the  campaign  and  who  were  positively  influenced  to  visit  or 
book  a trip  to  Alberta  upon  seeing  the  advertising.  Conversion  studies  are  conducted  by  independent  research  firms  managed  by  the  Department  of  Tourism.  Parks  and  Recreation 
or  the  Canadian  Tourism  Commission. 
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GENERAL  AND  ADMINISTRATIVE  EXPENSES 

AS  PERCENTAGE  OF  BUDGET 


2008-09’  2009-10  2010-11 


1 Based  on  combined  lotal  budgets  ot  Travel  Alberta  Secretarial , Travel  Alberta 
International  and  Travel  Aiberta  Regional  prior  to  formation  ot  Travel  Alberta  as 
Crown  Corporation  on  Apr*  1, 2009. 


Balanced  Scorecard 

Travel  Alberta  adopted  the  Balanced  Scorecard 
methodology  as  our  fundamental  performance 
measurement  framework.  The  scorecard  manages 
Travel  Alberta’s  strategy  by  linking  objectives, 
performance  measures  and  initiatives  driving 
accountability  across  the  organization. 

Operational  Efficiencies 

Travel  Alberta's  drive  to  operational  efficiency  and 
return  on  investment  was  based  on  cross  enterprise 
process  improvement  that  realized  cost  savings 
and  efficiencies  valued  at  more  than  $1  million. 
Those  savings  were  reinvested  into  marketing, 
bringing  the  corporation’s  general  and  administrative 
overhead  costs  down  to  14  per  cent  from  23  per 
cent  of  total  budget. 


Commitment  to  Quality 

These  process  efficiencies  were  achieved  without 
sacrificing  service  quality  or  delivery.  Our  intention 
was  to  make  it  easier  for  industry  to  partner  with 
Travel  Alberta  while  upholding  our  commitment  to 
excellence,  innovation,  collaboration  and 
continuous  self  improvement. 


OBJECTIVE  0: 

PERFORMANCE 

MEASURES 


Measure 
Cost  efficiencies 


Objective  Results  Achieved 

$1,032,434  $1,080,908  105% 


DATA  SOURCE  AND  METHODOLOGY 

The  cost  reductions  due  to  Increasing  efficiencies  In  operating  processes  are  based  on  financial  records  of  Travel  Alberta  and  are  not  only  of  monelary  nature  but  also  time  and 
resources  efficiencies  translated  Into  reductions  of  costs. 
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OBJECTIVE  7:  BECOME  EMPLOYER  OF  CflglCE 


personally 


km  Members  to  bej 


We  are ‘committed  1o  our  Team  Members,  and  we  want  oui 
invested  in  their  roles  at  Travel  Alberta. 


V 

1 - 

# |i  1 

r 

({  Being  a Team  Member  of  Travel  Alberta 
has  provided  the  opportunity  to  discover 
my  passion  in  working  with  our  tourism 
industry  partners  and  promoting  our 
. province’s  rich  diversity  of  experiences. 

My  role  has  evolved  over  the  years,  and 
I’ve  had  many  unique  opportunities  to 
work  with  a talented  team  of  dedicated 
professionals.  JJ 

Nancy  Smith 

Director,  Vacation  Experiences 


OBJECTIVE  7: 

PERFORMANCE 

MEASURES: 


Team  Member  Engagement 

The  2010-13  Business  Strategy  proposed  to  validate 
our  internal  performance  by  becoming  an  "employer 
of  choice”.  The  goal  is  to  evolve  organizational 
culture  to  a place  where  Team  Member  actions  are 
directly  aligned  with  our  business  strategy,  people 
feel  appreciated  and  valued  for  their  hard  work, 
and  contributions  are  acknowledged  and  rewarded. 
A suitable  program  to  evaluate  a Crown  Corporation 
as  an  employer  of  choice  was  not  found,  and 
therefore,  we  will  continue  to  evaluate  Organizational 
Excellence  through  an  annual  Team  Member 
Engagement  Survey. 

With  a 100  per  cent  response  rate  from  Team 
Members,  2010-11  survey  results  showed  an 
engagement  indicator  30  per  cent  above  last  year’s 
results.  This  means  we’re  on  the  right  track. 


People  Strategy 

The  transformation  of  the  organization  was  further 
advanced  with  the  development  of  our  People 
Strategy,  designed  with  input  from  all  Team 
Members.  The  People  Strategy,  which  aligns  with 
our  business  strategies,  features  a behaviour  model 
where  Team  Members  are  encouraged  to: 

• Embrace  Change 

• Operate  with  Accountability 

• Lead  with  Determination 

• Act  with  Conviction 

These  behaviours  are  at  the  heart  of  the 
performance  plan  for  each  Team  Member. 


Measure 

Objective 

Results 

Achieved 

Team  Member  engagement  index 

3.25/5:00 

(49%) 

2.93/4.00(64%) 

| 119% 

DATA  SOURCE  AND  METHODOLOGY 


A confidential  survey  of  Travel  Alberta  team  members  was  conducted  in  October  2010  by  Pascall  Management  Services  Inc.  All  team  members  completed  the  86  questions  in  the  J3 

survey  for  a response  rate  of  100  per  cent.  The  survey  results  are  based  on  a four-point  scale,  rather  than  the  five-point  scale  target  originally  proposed  in  the  2010-13  Business  -g 

Strategy,  with  a standard  deviation  from  the  mean  of  0.76.  The  percentage  is  the  converted  result  of  the  mean  as  a percentage  of  the  total  score.  O 


o 
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TEAM  MEMBERS 

April  1 , 201 0 - March  31 , 201 1 


JENNIFER  ANDERSON  NOELLE  AUNE  CAROLYN  BAILEY  ANGELA  BLANCHARD  BRITT  BLUM  KATHRYN  BOHNET 
JODIE  BOND  DANA  BOYLE  DON  BOYNTON  CHRISTINE  CATHRO  ROYCE  CHWIN  PREET  DHAMI  FLORIN  DUDESCU 
MARTY  EBERTH  JENNIFER  ENNS  DARLENE  FEDOROSHYN  SUSAN  FEKETE  KELLY  FORNATARO  JULIE  FOSTER 
SHIRLEE  FRIESZ  ANNETTA  GRANT  SHELLEY  GROLLMUSS  WADE  HARPER  CHRISTINE  HAUB  LEANNE  HOWARD 
LARA  HURRELL  LIZ  (WONG)  JAMES  KIMBERLEY  JEANNOTTE  SIKIN  KARA  KAREN  KELLER  PHIL  KLASSEN  LANA 
(KULEBA)  BARR  CHRISTOPHER  LAMB  CARLY  (LAMOUREUX)  DELUCA  SANDIP  LAL  BRYAN  LEUNG  KELLY  LEWIS 
LISA  LIMA  ROBERTA  MACLEOD  STEPHANIE  MADY  JON  MAM  EL1  JIM  MARSHALL  JENNIFER  MCDONALD  CHRIS 
MCNELLY  CHANDELLE  MEYER  SIMONE  MOORE  AARON  NISSEN  BRUCE  OKABE  MITO  OTA  MELISSA  PAULIUK 
IT  PEARSE  JOANNE  PINKNEY  COLLEEN  REED  JONATHAN  RHEAUME  _ANE  RIDSDALE  MAUREEN  RILEY 
VlELA  STEPHANIE  SENAKOVICZ  JULIA  SHELLEY  DAVID  SHORTT  BRIAN  SLOT  CHRISTOPHER  SMITH 
KAREN  SOYKA  MARNEY  ST.  JOHN  TCH  STEVE  THOMAS  JASMINE 

TWYLA  URSAKI  iR  DENNIS  VAN  HORN  ANH  VU  KAREN  WARD  N WHITFIELD  RACHEL 

H 
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FINANCIAL  SUMMARY 


The  management  of  Travel  Alberta  is  responsible  for  the  performance  of  duties  delegated  by  the  Board  of  Directors. 
These  include  the  preparation  of  an  Annual  Report  together  with  audited  financial  statements.  The  Travel  Alberta 
Act  stipulates  that  the  auditor  for  Travel  Alberta  is  the  Auditor  General  for  Alberta. 

Travel  Alberta  funding  for  2010-11  was  $58.7  million,  based  on  Tourism  Levy  revenues  collected  during  the 
2008-09  fiscal  year.  Tourism  Levy  collections  declined  during  2009-10.  As  a result,  Travel  Alberta  funding  will  be 
reduced  by  approximately  $12  million  or  21  per  cent  for  the  2011-12  fiscal  year.  Travel  Alberta’s  Sustainability  Fund 
- approximately  10  per  cent  of  total  revenues  reserved  from  2009-10  and  2010-11  fiscal  years  - will  offset  shortfalls 
in  2011-12  to  ensure  marketing  programs  and  industry  funding  continue.  At  the  close  of  fiscal  year,  the  Sustainability 
Fund  stood  at  $16.4  million. 

Travel  Alberta's  audited  financial  statements  are  included  in  the  2010-11  Annual  Report  of  the  Ministry  of  Tourism 
Parks  and  Recreation  and  can  be  downloaded  here:  http://tpr.alberta.ca/about/publications/2011/Travel-Alberta.pdf 
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SUMMARY 


YEAR  ENDED  MARCH  31,  2011  (IN  THOUSANDS) 

BUDGET 

ACTUALS 

FAV  (UNFAV) 
VARIANCE 

Tourism  Levy  Revenue 

$ 

58,688 

$ 

58,688 

$ 

- 

Investment  Income 

- 

425 

425 

Partner  Revenue  & Fees 

- 

1,229 

1,229 

Total  Revenue 

58,688 

60,342 

1,654 

Marketing  (Note  i) 

33,937 

36,350 

(2,413) 

Innovation  Fund  (Note  2) 

1,200 

- 

1,200 

Tourism  Destination  Regions 

7,095 

7,020 

75 

Corporate  Operations  (Note  3) 

8,390 

5,424 

2,966 

Total  Expenses 

50,622 

48,794 

1,828 

Net  Operating  Results 

8,066 

11,548 

3,482 

Capital  Expenditures 

- 

187 

(187) 

Allocation  to  Sustainability  Fund  (Note  4) 

8,206 

11,563 

(3,357) 

Net  Decrease  to  Operating  Fund  (Note  5) 

$_ 

(140) 

$ 

(202) 

_$ 

(62) 

Sustainability  Fund  (Note  4) 

Balance,  April  1,  2010 

$ 

4,834 

$ 

4,834 

Fund  increase 

8,206 

11,563 

3,357 

Balance  March  31,  2011 

$ 

13,040 

$ 

16,397 

$ 

3,357 

NOTES  TO  FINANCIAL  SUMMARY 


Note  1 - Marketing 

Actual  costs  exceeded  budget  as  additional  funds  from  the  Corporate  Operations  budget  were  directed  to  brand  development  and 
website  restructuring. 

Note  2 - Innovation  Fund 

The  Innovation  Fund  is  an  annual  budget  potentially  available  to  take  advantage  of  opportunities  or  issues  that  develop  during  the 
budget  year.  The  Fund  was  not  accessed  in  2010-11  and  all  remaining  dollars  have  been  returned  to  the  sustainability  fund. 

Note  3 - Corporate  Operations 

Actual  costs  were  less  than  budget  due  to  a reallocation  to  marketing  programs. 


Note  4 - Sustainability  Fund 

Revenues  in  years  of  higher  proceeds  from  hotel  levies  are  set  aside  in  this  Fund  to  provide  for  sustained  marketing  budgets  in 
years  of  lower  proceeds  from  tourism  levies.  It  is  expected  that  Travel  Alberta  will  utilize  the  Fund  in  each  of  the  next  three  fiscal 
years,  but  will  maintain  a minimum  of  $2  million  balance. 


Expected  Sustainability  Fund  Utilization  (IN  THOUSANDS) 


PLANNED 

REVENUE  SUSTAINABILITY  MARKETING 

FORECAST  FUND  SPEND 


2011-12  budget 

$ 

46,795 

$ 

6,637 

$ 

53,432 

2012-13  forecast 

47,696 

4,626 

52,322 

2013-14  forecast 

49,296 

3,134 

52,430 

Estimated  3-year  Totals 

$ 

143,787 

$ 

14,397 

$ 

158,184 

Note  5 - Net  Operating  Results 

The  budgeted  decrease  to  the  Operating  Fund  relates  to  non  cash  expenses  related  to  amortization/depreciation  and  losses  on 
disposal  of  assets. 


STRATEGIC  TOURISM  MARKETING  COUNCIL 

As  of  March  31 , 201 1 


The  Strategic  Tourism  Marketing  Council  is  made 
up  of  volunteer  members  of  Alberta’s  tourism 
industry  appointed  by  Alberta's  Minister  of  Tourism, 
Parks  and  Recreation.  The  Council  provides  advice 
to  Travel  Alberta  regarding  effective  and  efficient 
delivery  of  tourism  marketing  programs  and 
provides  advice  to  the  Minister  on  issues  that 
affect  tourism  marketing. 


MAC  MAKENNY  (CHAIR) 
Owner/Operator 

Homeplace  Ranch 
Priddis 

DOUG  MCPHEE 
(VICE  CHAIR) 

Operator 

Hertz  IL 
Jasper 

MARILYN  BELL 
Executive  Director,  Global 
Sales,  Tour  & Wholesale 

Fairmont,  Raffles  & Swissotel 
Banff 

PETER  BIDLOCK 
Hotel  Owner 

Edmonton 

TERRI  CAMERON 
Owner/Operator 

Prairie  Creek  Inn 
Rocky  Mountain  House 


JENIFER  CHRISTENSON 
Managing  Director, 
Marketing  Services 

Edmonton  Economic 
Development  Corporation 
Edmonton 

CROSBIE  COTTON 
Director 

National  Park  Ski  Area 

Association 

Calgary 

MARCO  DE  IACO 
Vice-President,  Sport, 
Culture  & Major  Events 

Tourism  Calgary 
Calgary 

ALLEN  R.  GIBSON 
Owner 

Star  Media  Services 
Lethbridge 


EMILIA  HOVORKA 
Executive  Director 

Grande  Prairie  Regional 
Tourism  Association 
Grande  Prairie 

PAUL  JONES 
Pacrim  Hospitality 
Services,  General  Manager 

Radisson  Hotel  & Suites 
Fort  McMurray 

WYNN  MCLEAN 
General  Manager 

Camrose  Regional  Exhibition 
Camrose 

JANE  PALMER 
Fundraising  Coordinator 

Lac  La  Biche  County 
Lac  La  Biche 

GARY  STIMSON 
Owner 

Elkwater  Lake  Lodge 
and  Resort 
Cypress  Hills 


GUYTURCOTTE 
President  & Chief 
Executive  Officer 

Stone  Creek  Resorts  Inc 
Canmore 

REEGAN  MCCULLOUGH 
(EX-OFFICIO) 

Assistant  Deputy  Minister 
of  Tourism 

Alberta  Tourism,  Parks 
and  Recreation 
Edmonton 

DAVE  RODNEY 
(EX-OFFICIO) 

Member  of  the  Legislative 
Assembly  of  Alberta 

Calgary-Lougheed 

Calgary 

BRUCE OKABE 

(EX-OFFICIO) 

Chief  Executive  Officer 

Travel  Alberta 
Calgary 


Glossary  of  Terms  and  Acronyms 


BDD  Business  Development  Director 

BSC  Balanced  Scorecard 

CTC  Canadian  Tourism  Commission 

DMO  Destination  Marketing  Organization 

EQ™  Explorer  Quotient™ 

FAM  Familiarization  Tour 

FIT  Fully  Independent  Travel 

JMA  Joint  Marketing  Agreement 

MC&IT  Meetings,  Conventions  & Incentive  Travel 

MDD  Market  Development  Director 

PMO  Provincial  Marketing  Organization 

PR  Public  Relations 

ROI  Return  on  Investment 


Balanced  Strategic  performance  management  tool  Balanced  Strategic  performance  management  tool 

Scorecard  Scorecard 


Common  Fare 
Rating 

When  a common  fare  is  applied  to  two  routes  with  the 
same  origin  and  a destination  located  in  the  same  region 
(i.e.  HKG-YVR  = HKG-YVR-YYC  or  YYC-LAX=YYC-SNA) 

Explorer 

Quotient™ 

CTC  tool  designed  to  help  identify  visitor  needs,  interests, 
and  expectations  based  on  their  personal  values  and  travel 
motivations 

Free  Spirits 

Free  Spirits  are  youthfully  spirited  travellers  looking  for 
opportunities  for  fun  and  excitement  in  other  places 
away  from  home.  They  travel  for  the  thrill  and  emotional 
charge  of  doing  things,  and  love  to  share  and  brag  about 
their  experiences. 

Goosebump 

moments 

Experiences  that  elicit  an  intense  emotional  response 

Social  Samplers 

Social  Samplers  are  similar  to  Free  Spirits  in  their  attitudes 
about  travel  but  only  come  from  Australia,  China  and 

Mexico.  They  want  to  travel  regularly  and  try  a bit  of 
everything  a destination  has  to  offer.  Organized  group  trips 
are  Social  Sampler’s  preferred  way  to  travel  to  ensure  they 
don't  miss  any  of  the  must-see  attractions. 

Sustainability 

Fund 

Travel  Alberta’s  plan  to  reserve  1 0 per  cent  of  total 
revenues  from  2009-10  and  2010-1 1 fiscal  years  to  offset 
Tourism  Levy  shortfalls  in  201 1-12 

Tourism  Levy 

The  collection  of  a levy  at  the  rate  of  four  per  cent  of  the 
purchase  price  on  accommodation  in  Alberta 
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BOARD  OF  DIRECTORS 


As  of  March  31 , 201 1 


JAN  FISHER 

Chair,  Governance 
Committee 
Member,,  Business 
Strategy  Committee 


QUINCY  SMITH 

Counsel,  FMC  Law 
Chair,  Board  of  Directors 


BOB  NORMAND 

Corporate  Director 
Vice  Chair,  Board  of 
Directors 

Member,  Governance 
Committee 


DAVID  BAYNE 

Member,  Business  Strategy 
Committee 


BRYON  DICKIE 

Chair,  Business  Strategy 
Committee 


Member,  Governance 
Committee 


STEVEN  GLOVER 

Chief  Financial  Officer, 
Western  Plains 
Petroleum  Ltd. 

Chair,  Audit  Committee 


RUTH  KELLY 

President,  Venture 
Publishing  Inc. 

Member,  Audit  Committee 
Member,  Business 
Strategy  Committee 


RICK  LELACHEUR  BILL  WERRY 

President,  CEO  and  COO,  Deputy  Minister,  Alberta 

Edmonton  Eskimos  Tourism,  Parks  and 

Football  Club  Recreation 

Member,  Audit  Committee  Member,  Audit  Committee 

Member,  Business  Strategy 

Committee 


BRUCE  OKABE, 
(EX-OFFICIO) 

Chief  Executive  Officer, 
Travel  Alberta 
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